The aim of this paper is twofold: to contribute to clarifying what exactly Halal tourism is, being a relatively new term; and to provide an insight into the level of knowledge and mental schemes of a new generation (Gen Z) in a Muslim majority country. To achieve the first aim, a literature review is presented. With regard to the second, a survey among Business School university students was carried out in Indonesia; primary data collected were treated by using univariate, bivariate and multivariate statistical techniques. The main findings obtained show that (1) scientific research on Halal tourism is still in an early stage, with the first relevant article dated in 2010; and (2) only a minority of our target population has declared to be familiar with the concept of Halal tourism and to have received specific training on it, but most of them (males particularly) believe that Indonesia should bet decisively to position itself as a Halal tourism destination, being its religious profile the most influential factor in favor of that option. This is the first work on this topic targeting university students' perceptions. Implications on the supply of services in the tourism industry are also provided.
Introduction
Investigating on the Halal tourism as a niche of the tourism market, the first problem a researcher faces is the confusion provoked by a series of terms intended to designate the same concept (Islamic tourism, Sharia-compliant tourism, Halal tourism, etc.) . In addition to the lack of a single accepted term, it is not clear what Islam requirements consist in with regard to tourism services. As stated by Maznui (1997) , "Islam is not just a religion and certainly not just a fundamentalist political movement. It is a culture or civilization, a way of life that varies from one Muslim country to another but it is spirited by a common core" (p. 118).
The Halal tourism is a fast-growing market segment but at the same time is still very under researched. "In 2017, there were an estimated 131 million Muslim visitor arrivals globally -up from 121 million in 2016 -and this is forecasted to grow to 156 million visitors by 2020 representing 10 percent of the travel segment" (GMTI, 2018, p. 3) . The travel expenditures of Muslim tourism segment for 2026 have been globally estimated in 300 billion of US$ (ibidem) in which are included also the hospitality services. Therefore, this is an opportunity for hoteliers and other tourism operators to increase their competitiveness through the configuration of specific services designed for Muslim travellers, matching their quality standards. corresponding effort to match them, is an essential remit for Halal tourism firms and for its future growth. In this respect, a number of practical implications are to be gathered as a result of this study. It should be noted that in Islam the concept of Halal is intended, among other meanings, "to protect future generations" (Jaelani, 2017) .
Theoretical Framework
In order to build a theoretical framework, a literature review was compiled. According to Fink (1998) , this "is a systematic, explicit, and reproducible design for identifying, evaluating, and interpreting the existing body of recorded documents". Usually, a literature review summarizes the existing research by identifying patterns, themes and issues, as well as helps to identify the conceptual content of the field under study (Meredith, 1993) and contributes to theory development.
In this case, two subsections will be presented. The first synthesizes the state of the art in the field of Halal tourism. The second by means of relevant notes informs and enlightens on the so-called generation Z.
Halal Tourism
The first evidence that "Halal tourism" is a relatively new and under-researched topic is the very limited number of outputs supplied by Web of Science when searched in its scientific database: only 13 (including one editorial) has been published during the last three years (2014) (2015) (2016) , 10 of them in 2016. The vast majority (9) have been published in the journal "Tourism Management Perspectives", 7 of them in a special volume (19 part B) .
No researcher (nor institution) holds an outstanding position in terms of number of papers authored, although the most represented country of origin is Malaysia (4 authors). Only one paper has been written in a language other than English (Korean). The number of times these papers have been cited is very limited, with none of them standing out significantly.
If research on "Halal tourism" is complemented with Scopus (in title, abstract and keywords), its database adds some more documents in its list of 18 supplied results, 15 articles and 3 book chapters (all of them in the English language).
The first article published on the topic was in 2010, co-authored by Battour, Ismail & Battor, who seem to be pioneers. In addition, the work is the most cited. Once again, this fact demonstrates the immaturity of the research strand labelled "Halal tourism". Nevertheless, others labels (such "Islamic tourism") have been used as synonymous, quite inaccurately. As a matter of fact, the breakdown of keywords is headed by "Halal tourism" (13), followed by "Islamic tourism" (6). Authors from Malaysia are found as the most frequent.
A total of 22 papers were found adding the results of both databases (21 during the period 2010-2016). More than half (12) were published in 2016. Others were issued in 2015 (2), 2014 (4), 2011 (2) and 2010 (1).
The observation of the keywords used points out the prevalence of conceptual aspects within the "umbrella" of Halal tourism (often referred to as Islamic tourism -Note 1), such as Halal food, Halal hospitality/lodging or Halal products in general. The references to the religious/cultural framework of this type of tourism are ubiquitous, with frequent allusions to Islam and compliance with Shariah principles. The accommodation sector has caught the attention of a significant number of papers with Asian (Malaysia, Singapore) and African (Morocco, Tunisia, South Africa) countries the most common geographical focus. Nevertheless, New Zealand and the Czech Republic have been analysed from a supply perspective (the latter specifically with regard to Russian tourists) and the USA from a demand perspective (Muslim travelers' behavior in that country). Russia and South Korea have been tackled from the point of view of the development/promotion of Halal tourism in these countries, and India in the particular case of Halal medical tourism. Finally, these outputs are not particularly robust or distinctive because of their theoretical and methodological backgrounds; just the use of Coordinated Management of Meaning Theory and Content Analysis methodology would deserve a mention.
To sum up, as a field of study under construction, fundamentally this set of papers can be divided in two clusters, based on their main objectives:
• The conceptual definition of the phenomenon under study, attempting to contribute to the creation of a common understanding, terminology, scope and boundaries.
• The provision of a specific insight on the situation of this topic in certain countries, particular experiences or particular types of tourists from a marketing angle.
Generation Z
In this subsection we present profiles of this generation selected by virtue of their link to our field of study and, therefore, able to help in the interpretation of our results. For this reason, our search has been narrowed to its specific features in the geographical area of our research and to those attributes with a potential to shed some light on the understanding of the travel-and-tourism phenomenon by this new generation in a Muslim majority country.
Born after the mid-1990s, it can be considered the first truly digital native generation and the first real generation of global citizens with global aspirations, in which online connectivity has permeated their lives and transformed how they interact. More specifically related to our research, we are facing a new cohort of Muslims described as "vigorous and adventurous" (Verghese, 2017) , with a more accentuated entrepreneurial spirit and boundless curiosity (Ghosh, 2016) . As the first generation born into a fully technological environment, that has never known life without easy Internet access and mobile technology, they are more prepared for searching information and figuring things out on their own; this has made them "more self-aware, self-reliant and driven" (Hays, 2017) .
Being born from Generation X parents (people born between 1960s-1970s), Generation Z is mostly influenced by Generation Y or Millennials (people born between 1980s to mid-1990s). Thus, similar to Generation Y, Generation Z is also familiar with advanced technology, "but they have higher awareness concerning privacy", guided by their critical thinking about politics and humanity: "They want the things they do to have impacts on the world" (Pudjiarti, 2015; Half, 2016) . This leads to the need to provide a sense of purpose for them: "This generation wants to understand why an organisation does what it does and how their role contributes to its success. They want a clear purpose" (Hays, 2017) . In other words, they can be characterized as cause-and-value driven people, although realistic at the same time, yet they have grown up in a time of severe economic and geopolitical turmoil.
In the GMTI 2017, "two key megatrends were identified as driving Muslim-friendly travel: the millennial and Generation Z demographic, and technology that will increase access to travel information" (Abdul Alim, 2017) . Based on this report (GMTI 2017) , this (post-Millennials) group is extremely connected with each other and the environment around them. As the Internet and social environments play key roles in their everyday lives, "the Muslim travel industry must evolve their offerings to ensure that their brands are reintroduced to these new segments and that their Muslim-friendly services are Authentic, Affordable and Accessible to these young segments" (p. 7).
Research by HalalTrip, an online travel platform, suggests that Gen Z (together with Gen Y) represents an important youth travel segment in the Muslim Travel Market. The global Muslim population is projected to rapidly grow largely because of its standing as the youngest population of all major religious groups, with an average age of 23,7 years younger than the global average (Lipka, 2016) . As it is, global youth travel constitutes 25% of the annual travel visitor arrivals with the figure amounting to 1.1 billion (UNWTO & WYSE Travel Confederation, 2016) .
With reference to Indonesia, and according to Fazal Bahardeen, CrescentRating & HalalTrip CEO: "We are definitely seeing the influence of a new breed of young travelers, millennials and generation Z who are combining technology with real desire to explore the world, while still adhering to their faith-based needs" (Bahardeen, 2017) .
A very comprehensive view about this generation is provided by Broadbent et al (2017) . Some of the key statistics about Indonesian Gen Z follow:
• Indonesian young people are the happiest in the survey by a substantial margin -scoring 90% on the net happiness score.
• Indonesia had the highest proportion of young people who have good emotional wellbeing (40%) -who do not think about problems too much and do not typically feel anxious, bullied, unloved or lonely.
• Young people in Indonesia are the most likely of any country to state that religious faith is important to their happiness (93%). Nevertheless, being healthy -both physically and mentally-is the most important factor contributing to overall happiness (97% said this factor is important or very important).
• The proportion of young people who have good relationships (who feel they have a good relationship with their parents and a strong relationship with friends) is the largest among the 20 countries in this report (81%).
A final note about the influence of religion: religious faith can be said to be highly important to 27% of Indonesian Gen Zers (Note 2), the second largest proportion in this study.
Empirical Work: Methodology

Population and Sample
International Journal of Business and Management Vol. 13, No. 9; Our target population was composed of the undergraduate students enrolled in the Business School of President University (Indonesia) during the 2016-2017 academic year. In this regard, two relevant annotations should be taken into account:
• Indonesia is a Muslim-majority country, with the single largest population of Muslims in the world, which on its own hosts around 13% of the world's Muslims (Pew Research Center, 2011).
• President University is a 100% English-speaking higher education institution in Indonesia, which has facilitated the primary data collection in that language.
441 questionnaires (practically the whole target population) were collected during March 2017, from which 168 declared a level of familiarity with Halal tourism of at least 5 (out of 7). This set was taken as our sample (38% of total).
The lack of familiarity, declared by most of these youngsters in Indonesia, cannot be considered as exceptional. For instance, in Malaysia, a neighboring country with cultural similarities, Selvarajah et al. (2017) a broad lack of awareness was also found among members of generation Z towards Halal food, and in general the Halal concept. It has to be noted that the cohort of age of the elements in our population and sample belongs to the post-millennials generation, also known as generation Z.
The questionnaire was structured in six sections:
1. The first investigates the level of familiarity with the concept of Halal tourism. This is important because only the answers coming from informants who have been rated by themselves with a level of at least 5 (out of 7) have been considered.
2. The second informs on whether some specific training (course, seminar, workshop or similar) has been attended by the respondents. The three first items reflect Halal tourism as a three-dimensional construct, formed of spiritual, ecological and healthy dimensions, respectively.
The remaining fifteen are intended to sketch its profile, with a number of factors that can be organized in three theoretical blocks:
• Factors of economic character, influencing its level of attractiveness directly: size and growth; level of expenditure; adaptations of the offer and certifications; level of knowledge; seasonality mitigation; impact of the global geopolitical situation.
• Factors of social character derived from its religious background: religious and cultural peculiarities; diversity of origins and needs; Muslims as target population; religious motivations; food and catering services.
• Factors of social character that can promote cultural integration to some extent: suitability of the experience for any type of public; welcoming character of the resident population; capacity of integration in the host community; potential for promoting mutual understanding.
The last section describes the socio-demographic profile of the sample, with three items (gender, age and nationality), which can also be useful (particularly gender and nationality, due to the homogeneity in age) to identifying potential significant statistical differences in the responses collected.
Techniques Applied
Univariate, bivariate and multivariate techniques were applied for data processing, as detailed in the next section.
SPSS 20.0 was used.
Results
Univariate Analysis: Descriptive Statistics
They have been calculated on the abovementioned 168 observations. 
Bivariate Analysis: Statistically Significant Differences
About having received specific training on Halal tourism, its lack is significantly more acute in the group of female students, in total and among Indonesians, according to the corresponding contingency tables and Chi-square tests.
Concerning the question on whether Indonesia should bet decisively to position itself as a Halal tourism destination, the response is influenced by respondent's nationality and gender. After the application of the Chi-square test, the findings were:
• Indonesians are mostly inclined to answer positively, while majority indecision is among foreigners.
• With regard to gender, although in both groups the majority is inclined to answer positively, a more noticeable indecision is found among females. The same result is obtained when the gender test is done for Indonesians only.
The Mann-Whitney U test was administered to the 18 items in section 5, in relation to the socio-demographic variables nationality (Indonesian and others) and gender. The results follow:
• The following items show statistically significant differences according to nationality (Indonesians are more inclined to highlight the corresponding attributes): spiritual dimension; health dimension; level of expenditure; religious and cultural similarities; diversity of origins and needs; Muslims as target population; religious motivations; welcoming character of the resident population; seasonality mitigation.
• The following items show statistically significant differences according to gender (females value them higher than males): health dimension; level of expenditure; religious and cultural similarities; diversity of origins and needs; adaptations of the offer and certifications; Muslims as target population; religious motivations; particular food and catering services. Nevertheless, males (also for Indonesians only) value higher than females the size and growth expectations of this market segment.
Multivariate Analysis: Factor and Cluster Analysis
An exploratory factor analysis was carried out on the data matrix composed of the 15 items in section 5 to draw the profile of this market segment (5.04 to 5.18), once checked its suitability with tests such as: correlation matrix determinant, Bartlett's test of sphericity and the KMO (Kaiser-Mayer-Olkin) index. Their outputs follow:
• Correlation matrix determinant = 0.011.
• Bartlett's test of sphericity Sig 0,000 Approx.
• KMO index = 0.747. According to this output, the collective mental scheme about Halal tourism for this batch of higher education students can be built around four factors, which we have termed: "The role of locals and seasonal benefit" (F1); "Expenditure and similarities" (F2); "Religious profile" (F3); "Cultural integration and size-and-growth attractiveness" (F4).
This exploratory factor analysis was complemented by a confirmatory factor analysis, reaffirming our results. The later was performed using WarpPLS 6.0.
The rationale has been associated with various clusters of informants. To do so, a hierarchical cluster analysis has been also completed, using the Ward method and the squared Euclidean distance. As a result, and based on the dendrogram, four clusters were identified, with the following characteristics:
• The most numerous one by far is integrated by 102 observations (61%), mainly inclined to favour factors related to cultural integration and economic impact (1 and 4 in our analysis). The position of Indonesia as a Halal tourism destination is defended by the majority (two-thirds) of informants in this cluster (very mostly Indonesians and particularly among them), being very few those who are against it.
• Next cluster has 30 cases (18%), being characterized by favouring the economic attractiveness of this segment and its social closeness to a country such as Indonesia (factor 2), without particularly emphasizing its religious profile (factor 3). Its position as a Halal tourism destination is not supported by the majority of its members (particularly among Indonesians).
• The third by quantity of cases has 27 (16%), its main trait being its relative estrangement from our factor 4 (cultural integration and attractiveness because of its size and growth). The result is the lack of definition of most of them (two-thirds) on whether Indonesia should position itself as a Halal tourism destination (particularly among Indonesians).
• Finally, the smallest cluster (with 9 observations only, 5%) favours clearly the religious profile of this market segment (factor 3). Within this cluster (100% of Indonesian nationality), there are no negative responses to the question on whether Indonesia should bet to position itself as a Halal tourism destination.
As a final methodological step, a discriminant analysis was executed in order to confirm this clustering, resulting that 92.3% of the original clustered cases were correctly classified.
Structural Equation Models (SEM) Models
The insight into how informants' opinion on whether Indonesia should bet decisively to position itself as a Halal tourism destination has been formed is, undoubtedly, relevant. With this aim, several models have been tested, Vol. 13, No. 9; In the literature, concepts such as Halal, Muslim or Islamic tourism are characterized by a certain degree of ambiguity, although El-Gohary (2016, p. 127, p. 130) defends that "it is preferable to use the term "Halal tourism" as the main and only term to brand and describe tourism products and/or activities that fully comply with the rules and guidance of the Halal concept and Islamic Shariah". In this sense, Halal tourism can be understood as offering tourist services designed to meet the needs of Muslim tourists in accordance with their religious obligations and practices. Thus, the Muslim tourist wants to be able to travel and to visit other places of the world maintaining their usual forms of daily life and behaviors according to Islamic law.
In this respect, it is imperative for tourism destinations to offer Halal, or at least Muslim friendly services, to attract this market segment. However, it is relevant to observe that there are no formal and unique criteria for the tourism sector. The diversity of interpretations of Islamic practices has led to different levels of demand in the world, which brings as a consequence the existence of several Halal certification organizations, which are important for attracting the Muslim market segment.
Moving to our empirical research and second aim, among the three specified dimensions of Halal tourism, its association with a healthy lifestyle is the strongest one. Second in intensity is its connection with ecological awareness and conservation of the natural environment; finally, its spiritual dimension is also vastly recognized, although with less intensity. For this new generation, therefore, attributes such as health and ecology overcome its strict religious (spiritual) dimension. This is consistent with the Indonesian Gen Z's profile drawn up by Broadbent et al (2017) , when factors contributing to overall happiness were identified. In general, religion is an important pillar in their everyday lives, but a certain relaxation seems to be assumed when on vacation and travelling. Besides, if they want a clear purpose, as underlined when this generation was approached, the protection of the natural environment, together with the promotion of a healthy lifestyle, could be an argument to make them to feel more attached to the Halal movement.
It is interesting to note that the perception of their capacity to generate a high level of expenditure in the destination is relatively blurred. In addition, although their mental scheme is highly impacted by the belief of religious motivations, compatible with its potential for promoting mutual cultural understanding, only a very minor proportion of this new generation has clearly favored the religious profile of this market segment over other features of economic and social character, as revealed in the cluster analysis.
Even in a Muslim majority country such as Indonesia, only a minority of the university students (41% of those with Indonesian nationality) have declared themselves to be familiar enough (at least 5 on a scale of 7 points) with the Halal phenomenon, which is consistent with the low proportion who have affirmed to have been trained on this topic (only 20% of Indonesians). The level of skepticism found by Aji (2017) in Indonesia about the credibility of the Halal label could be a factor to be taken into account when analyzing this aspect.
Nevertheless, most of them believe that Indonesia should bet decisively to position itself as a Halal tourism destination, especially males. In spite of that, this position seems to vary pending on the various approaches identified relative to this phenomenon, which came up as a result of the factor and cluster analyses carried out in this study. Nevertheless, as our models have demonstrated, the religious profile is the most influential factor in favor of that position. Although much more research is needed, in order to clarify the relationship between the perception of Halal tourism and the position towards the development of this market segment, the first signs are evident here.
Increasing the level of information/knowledge on the requirements and implications of Halal tourism rises as a recommendation to educators and tourism managers in order to reach a better understanding and subsequent development of this market segment.
Halal being a relatively new concept in the research field of tourism, more attention from scholars is needed to gather new insights on this phenomenon and to approach it through different lenses, for instance, those of new generations of travelers. The awareness of the coexistence of diverse generational groups in society -Silent Generation, Baby Boomers, Generation X, Generation Y, Generation Z-, (Perdergast, 2010) , is a fact with relevant practical consequences when planning tourist services and how to match them with the expectations of each of the abovementioned groups, in order to optimize tourist satisfaction and spending levels. In our understanding, this is a point of convergence of interests for both tourism professionals and academics.
Considering the findings of this study and the figures delivered in its introductory section showing the growth expectations of the Halal travel market, some implications for tourism services providers follow.
First of all, tourism operators, particularly hoteliers, are required to implement incremental changes in their services in order to succeed in this market segment, matching the needs of customers practicing Islam.
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International Journal of Business and Management Vol. 13, No. 9; Nonetheless, pending on the personal degree of adherence to this religion, the guest's requirements can be more or less rigorous. Hence, from the side of tourism services providers, this market specificity requires particular awareness and technical knowledge about these needs in order to be able to adequate the offer of services to the degree of adherence to religious obligations. In other words, when planning and activating innovation processes to define a number of services for intercept the needs of Halal tourism, tourism services industry must consider that the level of quality of these services have to be adapted to the diverse behaviors of each tourist. These specific tourists' needs arise from behaviors directly related to the degree of adherence to religious obligations. In other words, a careful planning and the activation of innovation processes are, in our view, essential to define a number of services capable to intercepting the Halal tourists' needs. To do so, tourism services providers must adopt a flexible approach to be able to customize the level of quality of these services to the variable profile of each tourist, directly conditioned by the interpretation and obedience of religious precepts. To this respect, the literature shows that "service quality leads to customer loyalty and attraction of new customers, positive word-of-mouth, employee satisfaction and commitment, enhanced corporate image, reduced costs, and increased business performance" (Berry et al., 1989; Akbaba, 2006) .
Secondly, tourist operators must try to understand how technologies impact on the Muslim tourism segment. In other words, how technology can support the provision of services to this kind of customers with a higher level of quality, considering their religious practices and what they accordingly need -as indicated, their requirements are not necessarily homogeneous, since they can vary based on the personal interpretation of Islam and the corresponding adherence to religious duties-, and how and how much Muslim tourists use new technologies in their daily lives, with respect to their religious commitments.
So, the implications suggested in this paper can be matched with the previous theoretical background on service industries, including the tourism sector, within which the identification of excellent quality of service and high customer satisfaction are the most important challenges (Hung, Huang, & Chen, 2003) .
Limitations and Future Research
Two main limitations of this research have to be recognized: the first and most important one is the sample size, too small to be able to generalize our findings to the whole population of university students in Indonesia. The second, particularly related to the factor analysis, is the proportion of variance explained which is relatively low for this kind of technique. Nevertheless, the exploratory nature of this study allows us to present it as a first step forward in this direction, leading to further research avenues in line with overcoming these shortcomings and with the enlargement of its geographical scope. It is our conviction that this last proposal will open a fruitful field of comparative studies and the discovery of diverse cultural approaches worldwide to Halal tourism.
About future research, this study highlights the chance, and not in Muslim majority countries only, to expand the service offering to this ever more attractive market niche. Various research methodologies and tools could be used by tourism managers to better understand this segment and its opportunities. Observing the latest trends and studies in this field, a call to the integration of tourism services by cocreating value can be made. Assuming that Muslim tourists, as well as other consumers, have particular needs, tourist operators must adapt their services offer accordingly. With regard to the Halal segment, the tourism business ecosystem should be integrated not only horizontally, but also vertically, in order to address consumer needs in a comprehensive manner once considered the degree of adherence to Islamic rules (for instance through the creation of clusters of companies targeting the Halal market in tourism destinations under the basis of coordination and complementarities among them). This suggests a future research direction intended to understand better this new segment of the tourism market and how to strategically approach it, providing support to business owners and managers involved in the supply of Halal tourism services and, particularly, to hoteliers in their attempt to positioning themselves in this niche and consolidate a competitive advantage in their respective geographical scopes.
